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Midlands Institute for Non-Profit Management DAILY SCHEDULE July 7-11, 1997 
Monday Tuesday Wednesday Thursday Friday 
8:30 Introductions Public Relations Special Event Development and Development and 
Participants, Fundraising Fundraising 
Staff, Faculty Improving Your Jane Ellsworth 
Organization's Image Annual Giving Major Gifts 
Needs Assessment 
Explain Action Steps Holly Herman Troy Horine Paul Strawhecker 
Cyndy Andrews 
--------------- --------------- -------------- -------------- -------------- r---------------· 
10:00 Break Break Break Break Break 
--------------- --------------- -------------- -------------- -------------- r---------------· 
10:15 Marketing By the Book Public Relations Special Events Development and Panel 
An Overview Fnndraising Closure/Action Steps 
Slice of RPIE Jane Ellsworth 
Getting to Know Annual Giving Paul Strawhecker 
Your Organization Holly Herman 
Troy Horine 
Cyndy Andrews 
12:00 Lunch Lunch Lunch Lunch Lunch 
1:00 Marketing Public Relations Development and Development and Pulling It All Together 
Fundraising Fundraising 
The ABC's of Your Audience Skill Building Where It Counts: Introduce Deans 
Publications, Media Relations, Introduction to Capital Campaigns Certificates 
Cyndy Andrews Building Partnerships Fundraising Discuss Umesolved Issues 
Paul Strawhecker Wrap-up 
Holly Herman Troy Horine 
--------------- --------------- -------------- -------------- -------------- r---------------· 
2:30 Break Break Break Break End 
--------------- --------------- -------------- -------------- -------------- r---------------· 
2:45 Marketing Marketing/Public Development and Development and 
Relations Fundraising Fundraising See You 
Creating the Marketing Plan Next Year 
Case Study Institutional Issues Planned Giving 
Cyndy Andrews 
Cyndy Andrews Paul Straw hecker Paul Strawhecker 
Holly Hennan 
4:30 
chartime7/l/97 
MARKET ANAL YSJS 
Review your organization and identify your target markets, services and products and marketing 
strategies. 
INTERNAL ENVIRONMENT 
1. What is the mission of your organization? 
2. What are the stated objectives? 
3. What are the action goals? 
4. How is your organization currently seen by the people or groups most important? 
5. What services or products does your organization offer? 
INTERNAL MARKETING ENVIRONMENT 
1. What is the role of marketing in the organization? 
2. Who is responsible for identifying and implementing marketing strategies? 
3. What is the marketing budget? 
4. What is the relationship of the marketing department with other departments? 
5. What are the major resources and limitations (human, financial, technical, etc.)? 
EXTERNAL ENVIRONMENT 
1. Identify your organization's major markets. 
2. What benefit does your organization offer each market segment? 
3. How do these market segments find out about and decide to try and/or use the products or 
services? 
4. Identify your direct and indirect competitors. 
5. What is your organization's reputation and how does it compare to that of its competitors? 
6. How do you evaluate the effectiveness of the organization? 
MARKETING STRATEGIES 
1. What is the overall promotional theme for the organization? 
2. What media is used to market your organization's products and services? (newspapers, radio, 
magazines, television, newsletters, flyers/posters, brochures, billboards, direct mail) 
3. How do you select which media to use? 
4. How do you evaluate the success of a promotional campaign? 
THE SIX P'S OF MARKETING 
Use this worksheet to analyze your organization's products or services. Analyze each product or 
service individually. 
PRODUCT (SERVICE) 
Describe the service or products in terms of how it fills user's needs and satisfies his or her wants. 
Describe what the service intends to do. 
PUBLICS 
Describe with whom you are going exchange product and benefits. 
PRODUCTION 
List any barriers that may prevent you from meeting the expected demand for your products or 
services. 
PRICE 
List all costs from the user's point of view. Costs may be real or hidden, tangible or intangible. 
PLACE (LOCATION) 
List locations where you provide services or products. Are sites convenient for the users? 
PROMOTION 
Describe ways this service is promoted or can be promoted. Consider all forms of media. 
SURVEYING YOUR COMPETITION 
Your organization may face competition for the attention, support and dedication of your target 
market's limited time and money. Competition may come from other non-profits or from the for-
profit sector. 
1. Who is your competition? 
2. What target markets are they targeting? How does this compare to your target markets? 
3. What services do they offer these target markets? How does this compare to yours? 
4. What are the strengths and weaknesses of the competitors' services/products? 
5. When are these products or services offered? 
6. Where are these products or services offered? 
7. How does the competition promote these products or services? 
8. What opportunities exist for your organization to create or expand services or products? 
9. How can you position your services or products to attract new customers? 
A MARKETING PLAN OUTLINE 
1. Determine your marketing goals. 
2. Implement research techniques to evaluate the effectiveness of your current marketing. 
3. What product or services are to be marketed. Consider new services as well as existing ones. 
4. Identify your target markets. 
5. Determine how your services or products will reach your target markets. 
6. Identify which features or benefits you want to highlight. 
7. Determine if barriers exist in marketing each service or product. 
8. Identify each product or service, where it is to be offered and how much it will costs. 
9. Identify the major benefits or features of each service or benefit. 
10. What specific action do you want your target markets to take as result of your message? 
11. Select promotional techniques to implement. 
12. Develop a budget for marketing each service or product to reach each target market. 
13. Establish priorities and a time-line for marketing. 
14. Determine evaluation methods-- use them. If necessary, adapt marketing strategies. 
DETERMINING WHAT RESEARCH NEEDS TO BE DONE 
1. Describe the marketing question that needs to be answered. 
2. Identify secondary research that can be used to help answer the question. 
3. What type of survey method will be effective? Why? 
4. Define your random sample. 
5. How will the results be gathered and accumulated? 
6. How will the results be reported? 
7. How will the results be used? 
MARKET RESEARCH AL TERNA TJVES 
FOCUS GROUPS 
These are directed group (about 10 to 12 people) discussions that are useful in generating ideas or 
obtaining qualitative insights. Focus group research is often used to plan more extensive and 
detailed research. 
WRITTEN QUESTIONNAIRES 
These are often used to collect quantifiable information from a large sample of people. No probing 
is possible. Simple surveys must be used to ensure adequate returns. 
SELF-ADMINISTERED QUESTIONNAIRES 
A printed survey, or one delivered electronically, is used to gather quantitative information. This 
differs from a focus group where respondents are led through questions and ideas being studied. 
TELEPHONE INTERVIEWS 
An interviewer administers a questionnaire over the telephone. This form of research enables the 
questioner to probe for better clarification and understanding. Generally the shorter the better to 
ensure full response. Surveys should take about 10 minutes. 
PERSONAL INTERVIEWS 
A one-on-one interview that enables in-depth discussion of topics. Used to collect specific 
information from target audiences. 
INFORMAL CONTACTS 
Research gained from individual or group discussions with individuals who have market insights or 
information that will help you answer questions. 
SALES PERSONNEL 
Research gained from structured market information forms or formal/informal weekly meetings to 
gain the insights of sales personnel on their customers (target markets). 
PART ONE 8:30- 10 a.m. Tuesday, July 8, 1997 
Improving your organization's image 
by using logo and publications effectively 
Understanding Distinctions and Definitions 
Marketing: 
o Management function 
o Identifies needs and wants 
o Provides products to satisfy those needs and wants 
o Causes a transaction to occur that delivers products/ services in 
exchange for something of value to the providers' success or failure 
Advertising: 
o Staff function that creates tools to attract attention and support 
marketing & public relations campaigns through paid, non-personal 
communication 
o Accomplished through various media by businesses and non-profit 
organizations identified within the ad 
o Hopes to persuade, inform or influence members of a particular 
audience; motivate to action. 
Public Relations: 
o The organizational activity that identifies, establishes and maintains mutually 
beneficial relationships between an organization and the various publics on 
whom its success or failure depends. 
o A management function evaluates public attitudes, identifies policies and 
procedures of individuals and/ or corporations considering the public interest; 
and plans, executes and evaluates a program of action to earn public 
understanding and acceptance. 
o Researches, conducts and evaluates on a continual basis programs of action 
and communication to audiences to achieve goals. 
1 
Defining "Image" 
MYTHS • A reflection of what's real 
• Fleeting I changing 
• Insubstantial 
• Intangible 
• Difficult to measure 
FACTS • Representative 
• Must reflect substance 
• Image = Reputation 
• Essential to 'bottom line' 
Creating an Image 
• Establish goals 
• Determine product 
• Identify customers & audiences 
• Decide identity 
• Review communications tools 
& strategies 
Communicating "Image" 
• Programming and product development 
• Customer satisfaction 
• Physical site 
• Reputation 
• Employee attitudes 
• Community involvement 
• Visual materials and 
graphic signature 
Three elements of a Graphic Signature 
1. Logo 
2. Positioning statement 
3. Use of color 
2 
Elements of a Successful Logo 
• Unique 
• Simple 
• Memorable 
• Appropriate 
• Legible 
• Original 
• Ambiguous 
• Contain visual & verbal element 
Positioning statement 
• Used in conjunction with logo 
• Different from ad campaigns 
• Duration 
• Builds recognition 
The Use of Color 
• At least one 
• Used consistently 
• Instant recognition 
Elements of a Stationery Package 
• Letterhead 
• Memo -- internal/external 
• Labels 
• Envelopes -- all sizes 
• Business cards 
• Presentation materials 
• Publications 
3 
Put a variety of communications tools to work for you 
• Graphic identity 
• Printed materials 
o Brochures 
o Fliers I direct mail 
o Annual Report 
o Posters 
o Newsletters 
o Others 
• Internal Communications 
o Employee, donor, newsletters 
o Bulletin boards 
o Board minutes and communications 
o Committee minutes and communications 
• Advertising 
o Paid 
o Unpaid I Public Service Announcements 
• Media Relations 
o Print media 
o Broadcast media 
o Specialty media 
• Direct mail solicitation or recognition 
• Specialty items 
• Speakers Bureau 
o Audio-visual presentations 
• Special events 
o Invitations 
o Follow-up: Recognition and appreciation 
• Signage at events, all locations 
• Billboards 
• Cyberspace, if you're there 
4 
PART TWO 10:15 -Noon 
EVALUATE 
11 Slice of RPIE 11 
Apply a four-step process to help you distinguish 
between what's necessary and what's "nice." 
RESEARCH 
R-P-1-E 
IMPLEMENT 
5 
PLAN 
Step 1: RESEARCH 
Why research? 
• Provides direction 
• Illuminates media or method 
• Defines message, obstacles and specific needs 
• Reduces uncertainties 
• Sets goals to be addressed, reduces uncertainties 
• Establishes 
- Who are your audiences 
- What do they know 
- How do they feel about situation 
- How are they involved, affected 
- What information is important to them 
- How will they use information provided them 
- What is the most reliable, effective way to provide information 
and establish relationship with each audience 
Two Types of Research: 
Fonnal 
• Objective, systematic data from scientifically representative samples. 
• Secondary analysis: uses & interprets data collected by someone else (i.e., Census 
Bureau statistics, commercial polls, media surveys, university studies,etc.) 
• Surveys: Questionnaires and interviews are two main types 
o Questionnaires: "pros" are relatively inexpensive, flexible, anonymous, 
standardized, unbiased, accessible. "Cons" are that questionnaires are 
relatively uncontrolled/uncontrollable. (Examples: surveys in publications, 
direct mail, etc.) 
o Interviews: "pros" are increased response, control of sample. "Con" is 
greatly increased cost. (Examples: focus groups, telephone survey, man-on-
the-street, door-to-door) 
6 
Two Types of Research (Continued) 
Informal: Widely used; can be very useful; data validity I relevance is sometimes more 
open to question; weakness is how targeted group is selected 
o Personal contacts: Trade shows, community meetings, annual shareholders 
meetings. 
o Key informants: Knowledgeable leaders and experts who provide "early warnings" 
o Community forums, focus groups: Requires an effective moderator to solicit 
information from targeted audiences. 
o Advisory committee, board of directors: On-going review of policy, procedure and 
actions; especially effective in long-term organizations 
o Ombudsman: Problem solver with access to decision making or independent 
authority; recommends and/or implements action 
o Call-in telephone lines: Toll-free numbers and other telephone lines are effective 
model of 2-way communications measuring response, questions, complaints, offer 
assistance. 
o Analysis of mail content: Reveals favor/disfavor; lack of information. 
o Field reports: "Eyes and ears" of organization, trained in objective observation, 
sent to territory of product/service to record, measure and analyze response. 
o Media content analysis: Review and objective analysis of media reports including 
demographics of audiences, readership numbers, impact of story. "Media is better at 
telling us what to think about that they are at telling us what to think. "--John Naisbett, 
Megatrends 
7 
Step 2: PLANNING and PROGRAMMING 
Effective public relations is tied most often to long-term planning. In other words, an ounce of 
planning is worth a pound of reaction. 
Plan basics: 
1. Written down 
2. Identification of primary and secondary goals, tied to specific organizational goals 
3. Every audience under consideration (even those you choose not to address), 
4. Key messages to be conveyed to those audiences, 
5. Priorities 
6. Specific tools to reach each audience 
7. Activities scheduled to generate awareness or response 
8. Timeframes or deadlines 
9. Budget 
10. Responsibilities assigned to persons 
11. Evaluation mechanism or yardstick of success 
12. Support and participation of management 
8 
Step 3: IMPLEMENTATION 
Internal Communications: A broad term applied to many of the PR functions when they are 
applied in "closed" environment associated with identified or segmented audiences such as 
employees, shareholders, suppliers, etc. 
Publications: 
o Writing and editing: Must be clear, precise and audience-appropriate. 
o Planned to achieve measurable goals, targeted to specific audiences; needed not 
wanted; within budget 
Advertising: Paid, non-personal communication that should attract attention, persuade and 
inform, create a desire/need, show and tell about the product 
Special events: Activity that promotes or helps achieve organizational goals; Should be 
targeted to specific audiences with product or organizational message in mind. Consider 
unique opportunities, partnerships with others. Special events can also note anniversaries, 
dedications, open houses. 
Media Relations: Responsible for development, maintenance and enhancement of 
relationships with all media sources; generate story ideas and placement to promote positive 
impressions and understanding of organization and accomplishment of organizational goals. 
Crisis Communications: Public relations and communications activities associated with 
unplanned events, directed toward recovery of credibility, public awareness or customer 
base. 
Issues Management: Reflects the pro-active effort in PR function, deals with the public 
policy process that produces laws and regulations; counsel to management. 
9 
Step 4: EVALUATION 
While in the planning stage, remember to: 
1. Establish agreement on uses and purposes of evaluation. Write down what motivates 
research, how the findings will be used. 
2. Secure organizational commitment to evaluate and make research a basic part of what 
you do 
3. Develop consensus on methods (as much as you can) 
4. Specify objectives in observable and measurable terms 
5. Select the appropriate criteria 
6. Determine best ways to gather information 
7. Consider cost when deciding extent of evaluation 
Mter implementation of public relations activities: 
8. Conduct research on several levels (formal and informal) 
9. Record results 
10. Use findings in future planning 
11. Communicate results! Remember to give management and other audiences a full 
report 
10 
Sample Questions You Might Use in Evaluation: 
Did this activity reach the audience we wanted it to? 
How extreme was the response? Strong positives, negatives, lukewarm? 
Did it affect them in the way we anticipated? 
Did it meet our goals or objectives? 
Was it completed on time? Why or why not? 
Was there serendipity? Did we find something else along the way? 
Was the project cost-beneficial, an effective use of resources? 
How could we have improved the project? 
What did we learn? 
How can we apply what we learned to upcoming projects? 
BREAK FOR LUNCH 
11 
PART THREE 1:00 - 2:30 
SKILL BUILDING WHERE IT COUNTS: 
Publications, Media Relations and Establishing Partnerships 
Publications and printed materials 
o Brochures 
o Fliers I Direct mail 
o Annual Report 
o Posters 
o Newsletters (external and internal) 
o Others 
Brochures 
• Describe product or service 
• Convey quality & character of service/product 
• Offer full description 
Designing Brochures 
GOAL: 
- Attract & hold attention 
- Move reader through 
- Communicate 
CONSIDER: 
• How is it delivered to customer 
• Options: size, folds, shape, paper, color 
• Front & back covers most important 
• Design supports copy I text 
• Basic shapes: landscape, portrait, square 
• Consistency in interior format 
12 
Brochure Design Elements 
• illustration 
• Typography 
• White space 
• Color 
• Price 
• Copy 
• Logos 
Designing direct mail 
• Unlimited possibilities 
-Size 
- Shape I folds 
-Paper 
-Color 
• Inserts & response mechanisms 
- Must meet postal regs 
- Size, paper weight 
• Dynamic visual images 
-Copy 
- illustration 
-Color 
• Divide information 
- Most important: seen first 
- Design should guide reader to 
- Response card 
Specialty Advertising 
• Targeted sales promotion 
• Conveys name, address, message 
• Direct to decision maker 
• Part of overall campaign 
• Set goals 
• Copy serves as reminder 
• Reinforces, rarely motivates 
• Appropriate to overall image, function, 
audience 
13 
Newsletters 
Four kinds of newsletters 
• Public Relations 
• Marketing 
• Internal 
• For profit 
When to do a newsletter 
• When print is your best option 
• Homogeneous audience 
• Homogeneous content 
• Valuable information readers can use 
Effective newsletters 
• Blend self-interest of sponsor and reader 
• Are trustworthy -- not trying to sell something 
• Personal 
• Short 
• Timely 
Deiining Newsletter Goals: 
• Guides content, design and budget 
• Suggest stories and photos 
Identifying Your Newsletter Audience 
• What is the overall purpose? 
• Key messages to reach that audience 
14 
Planning a Newsletter: What to Consider 
• Frequency 
• Tinling 
• Schedule 
• Quantity 
• Budget 
• Name 
• Content 
• Resources - human and other 
Identifying newsletter quality: 
• Tangibles 
o Paper stock 
o Color 
o illustrations 
• Intangibles 
o Dull writing 
o Careless editing 
o Poor design 
15 
Media Relations 
Defining news 
1. The Unusual 
2. Something new, surprising or controversial 
3. Wide-ranging impact 
4. Disputes widely-held beliefs or trends 
5. Changes daily 
6. Defined by the market 
Media Outlets 
Newspapers 
Television 
Radio 
Wire Services 
Magazines 
Newsletters 
Cyberspace 
What the media wants: 
Television 
Visual 
Radio 
Articulate authority 
Drama & entertainment 
Variety 
Authorities 
Sound 
Newspapers 
All of the above, plus detail 
16 
Ways to reach the news media: 
News releases 
Public service announcements (PSAs) 
Media advisories 
Direct contact 
News conferences 
Radio news line 
Modem I FAX 
Why Seek Publicity? 
PROS - Credibility 
Cost effective 
Creates awareness 
Builds bank of "goodwill" 
Can generate revenue 
Recruitment 
You can do it yourself 
You can become a media "source" 
CONS - Loss of control of your message 
News and your organization: Making plans 
• Your regular program of work I monthly goals 
• Start with a goal 
• Consider your major events 
• Network! 
• Survey colleagues 
• Define success 
• Retain clipping service 
• Start clipping file 
• Communicate your results 
17 
Relationships with the Media 
• Consider win-win 
• Don't assume they are adversaries 
• Be thoughtful, considerate 
• Remember your Ps and Qs 
• Say thank you! 
• Sustain relationships 
"Pitching" Your Story 
- Pay attention to the media 
- Identify the appropriate reporter(s) 
- Consider variables 
- Plan a 30-second pitch 
- Be brief, creative and appreciative! 
Media lists 
• Word processing, labeling capability 
• Start your own 
• Purchase media guide 
• Update, update, update 
• Names vs. titles 
• Advice for the novice 
18 
News Release 
Different kinds of news releases 
The advance or announcement 
• Advisory 
• Photo Op 
The backgrounder 
The feature 
The follow-up 
The mechanics of the news release 
A. Always typed, double spaced, with wide margins 
B. Name of organization clearly and prominently displayed 
C. Include name, phone number(s) of a contact person 
D. Release date-- FOR IMMEDIATE RELEASE or FOR RELEASE JULY 15, 1997 
E. Headline 
F. Put important information first 
G. Additional pages -- use "more" and "add 1-1-1-1" 
H. At conclusion, type "-end-" or "-30-30-30-" 
Writing 
Think like a reporter, then be a reporter 
Know and use your "Five Ws and an H." 
Proper style, grammar and spelling 
Accuracy and honesty always! 
No editorializing 
Lively quotations 
Be realistic 
Know your I their deadlines! 
19 
The Media Kit 
Includes 
• news releases 
• brochures 
• photos 
• bios of staff/board/volunteer leaders 
• reprints of articles 
• a history of your agency/employer 
• photographs 
• business card 
Crisis Communications 
Stages of Communicating a Crisis 
Plan Ahead 
Safety 
Identification 
Communication 
Correction 
Recovery 
What you need during a crisis: 
Infonnation 
Control 
Infonnation 
Media Briefmgs 
Infonnation 
Help 
20 
Establishing Partnerships I Coordinating Your Efforts 
1. Establish a PR I Marketing Committee 
• Include key experts, all audiences 
• Assign specific responsibilities 
• Keep meetings brief, regular, businesslike 
• Recognize, applaud and thank volunteers 
• Constantly recruit new members 
2. Coordinate communications activities, functions with other departments 
a) Establishing identity 
b) Raising funds 
c) Volunteer recruitment, recognition 
d) Increasing public awareness 
3. Draft a plan or program of work 
• Month-by-month goals and activities 
• Solicit approval, "buy-in" and commitment 
• Check back to see how you're doing 
• Clipping service 
4. Solicit partners to help you 
o Consider sources of partnerships 
o Join networking group 
o Explore what partners may provide 
o Media 
o Professional groups (PRSA, IABC) 
o Service or Civic Groups 
o Other NFPs 
21 
5. Put interns and volunteers to work for you 
• Journalism, marketing or others 
• Looking for experience 
• May work for free or college credit 
• Make their time productive 
• Teach them and learn from them 
6. Communicate success to your various audiences 
o Updates to marketing plan 
o Bulletin boards 
o Board, committee, volunteer reports 
o Promote yourself and your services to your clients 
Holly Herman 
Herman • Nolan Communications 
106 South 51st Avenue 
Omaha NE 68132 
(402) 551-6503 
(402) 556-6449 FAX 
22 
Suggestions for Special Events, Activities & Benefits 
Dinner, Luncheon or Breakfast 
- In honor of someone 
Silent or Live Auction 
Raffle 
Mystery Play 
Combination of meal and entertainment 
Combination of meal and auction (s), and/or raffle, and/or entertaimnent 
Celebrity waiter event, pay "tips" for silverware, water, napkins, etc. 
Golf Tournament 
Tennis match--watch pros play with local celebs 
Tickets to a play or other entertaimnent 
Garage Sale 
Exclusive Garage Sale of furs, designer items, etc. 
Bake Sale 
Casino Night 
Game Show format 
Western Theme 
Bazaar 
Mardi Gras 
Cruise Party (entertainment, dancing, casino, cocktails, dinner) 
Plant sale (spring: tulips, geraniums) 
Pointsettia or wreath sale (winter) 
Car Bash 
Halloween theme--costumes, mystery element 
Picnic Basket auction 
Duck Races 
Book read-a-thon, bike, swim, phone, dance-a-thons 
"Non-event" 
3-tiered events ($25 dancing; $100 add dinner; $200 add cocktails at patron location) 
Fashion show 
House parties 
Race/run/walk 
Sporting event with dinner before or during, or after 
Roast 
Cotillion or event honoring children 
Deb Ball/ AkSarBen Ball 
Showhouse, Parade of Homes 
Garden Tour 
Kitchen Tour 
Cooking Classes 
Wine Tasting 
Wine Auction (Over) 
Art Auction 
Chili Feed 
Family Fun Festival, fair, etc. 
Cookbook sales 
Video game contest 
Taste samples from different restaurants, etc. (Best of Omaha) 
Additions: 
I. 
2. 
3. 
4. 
5. 
Budgeting Items for Special Events 
Income 
Ticket Sales 
Raffle Sales 
Auction receipts 
Donations from invitations 
Underwriting solicited 
In-kind donations 
Expenses 
Printing (invitation, program, ticket) 
Design work on invitation 
Type setting or film for printing 
Food 
Decorations 
Flowers 
Favors 
Drinks (alcoholic and non-alcoholic) 
Rental 
Hall 
Linens 
Audio/Visual 
Props 
Draping 
Skirting of auction tables 
Easels 
Silverware, glasses, china 
Insurance 
For Valet Parking 
For damage 
For mysterious disappearance 
Licenses 
Liquor 
Raffle 
Consultant fees 
Valet Parking 
Temp Staff hired 
Copying 
Postage 
Emcee 
Music, Entertainment 
Nametags 
Contingency ( 10 percent) 

Committees for Special Events, Activities & Benefits 
General Chair( s) 
Honorary Chair( s) 
Calligrapher (nametags) 
Clean-up Chair 
Committee 
Decorations Chair 
Committee 
Dinner Chair (plans menu, may have a tasting) 
Invitation Production 
Kickoff Chair 
Liquor 
Mailing/Files Chair 
Committee to address 
Bulk Mailing Chair 
Patron Party Chair 
Committee 
Program Book Chair 
Committee: 
Auction write up 
General copy about agency 
Ad Sales committee 
Photos 
Production (typing & printing) 
Publicity Chair 
Committee 
Photographer 
Raffle Chair 
Reservations 
Receiving checks 
Seating arrangements 
Runners (auction) 
Secretary (minutes & other typing) 
Set-up Chair 
Committee 
Silent Auction Chair 
Solicitation Committee 
Display Committee 
Secretary 
Site Chair (arrangements, liaison for event) 
Table Hosts (ticket sales) Chair 
Committee 
Treasurer 
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Timeline for Special Events, Activities, Benefits 
Assignment/Task 
Goals and objectives (set by board) 
Leadership selection 
Vice chair selection 
Subcommittee chairs 
First organizing meeting 
Training and orientation 
Budget completed/approved 
Sponsor/underwriter lists 
Resolution of critical details 
a. Date/Time 
b. Place/Space 
c. Theme 
d. Program plan 
e. Entertainment 
Kickoff Meeting 
Begin monthly committee meetings 
Sponsor/underwriters letters 
Site inspection conducted 
Notice to area master calendar 
Table Host/Ticket Seller Meeting 
Invitation list 
"Save the Date" notice mailed 
Invitation design 
Sponsor/Underwriter gifts/pledges 
Invitations delivered 
Table Host lists in 
Invitations addressed 
Decoration/Flower plans resolved 
First invitations mailed 
Media/press invitations sent 
Menu/Wine tasting and resolution 
Second invitations mailed 
Program text/design finalized 
First draft agenda plan/script 
Phone-bank invitation follow-up 
Site plan walk through 
Second draft agenda plan/script 
Media/Press kit plan resolved 
Volunteer "on site" duties confirmed 
Final program text completed 
Deadline 
9 months prior 
9 months prior 
8 months prior 
8 months prior 
7 months prior 
7 months prior 
7 months prior 
7 months prior 
6 months prior 
6 months prior 
6 months prior 
6 months prior 
6 months prior 
6 months prior 
6 months prior 
6 months prior 
6 months prior 
6 months prior 
6 months prior 
6 months prior 
5 months prior 
5 months prior 
5 months prior 
4-5 months prior 
4 months prior 
4 months prior 
3 months prior 
3 months prior 
2 months prior 
2 months prior 
2 months prior 
5 weeks prior 
5 weeks prior 
4 weeks prior 
3 weeks prior 
3 weeks prior 
2 weeks prior 
2 weeks prior 
2 weeks prior 
1 week prior 
Date Completed 
(Over) 
Assignment/Task 
Media packets mailed 
Nametags printed/written 
Seating arrangements 
Questions answered from media 
Critique meeting held 
Critique report and totals sent to Board 
Deadline 
1 week prior 
1 day prior 
1 day prior 
Date Completed 
1 day and day of event 
1 month after 
1 month after 
Greenfield, James M., Fund-Raising Fundamentals, John Wiley & Sons, Inc., 1994 
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Development is a process whereby contributions from all potential sources are solicited in 
a planned and orderly fashion in order to best complement the stated purpose and goals of 
the organization to fulfill short-term and long-term strategic plans. 
Paul J. Strawhecker, ACFRE 
COMPONENTS OF A DEVELOPMENT PROGRAM 
The Tripod of Fundraising 
Planned Givin rogram Capit~Giving Program 
Annual Giving Program 
I PUBLIC I I CASE I I VOLUNTEERS I 
RELATIONS STATEMENT 
Annual giving programs are the mainstay of the fund- raising process which generates 
prospects for both capital giving and planned giving programs_ Annual giving programs 
such as direct mail, memorials, donor clubs and special events provide ongoing support to 
meet operational needs. Periodic capital campaigns are used to raise large amounts of 
money in short periods of time to meet capital expenditures needs such as construction and 
major equipment acquisition. Planned giving programs encourage the long-term 
financial stability of the organization while providing the donor with security and tax 
advantages. Supplementing these programs are grants, which can be used for a variety of 
purposes, and major donor programs which allow the institution to receive major gifts. 
The fund raising process is supported by good public relations (communicating the need 
for financial support), the case statement (the rationale for making a gift to an 
organization), and volunteers (instrumental in organizing events and asking for gifts. 
In summary, development is as much an art as a science. "You'll never know unless you 
ask is very true in fund raising_ Fund raising goes hand-in-hand with "friend making." 
Although it is true that you may successfully begin a program starting anywhere in the 
process, chances of success will be enhanced by a carefully planned long-term strategy. 
Every activity you do in fund raising is a prelude to the next step and the harder you work 
the luckier you get_ 
If the solicitation process by an organization doesn't meet the above development 
definition, the activity being implemented is "fund raising'' rather than development. 
Fund raising is project focused instead of organizational in nature. 
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1. Organizing a Development Program 
• Job descriptions and standards of performance for staff and volunteers 
• Encourage institutional long range strategic plan 
• Long range plan (3-5 years) 
• Work plan (1 year) 
• Departmental budget 
• Prospect and donor records and systems 
• Monthly gift report 
• Obtain Board and management commitment to program 
• Establish Board Development Committee 
• Coordinate public relations with development goals and work plan 
• Plan Donor Recognition Program 
• Establish a Memorial Program 
• Development policies statements for all fund raising activities 
• Report system (monthly, quarterly, yearly) 
2. Case Statement 
3. Identifying and Involving Prospects & Donors 
• Prospect identification 
• Prospect data collection 
• Research 
• Motivational factors affecting prospects 
• Donor Involvement 
4. . Communications Program 
• Review historic role of communications program 
• Ascertain current positioning of institution 
• Determine desired positioning of institution 
• Coordinate communications program so that it will achieve desired position 
and support development goals 
5. Annual Fund 
• Institutional Preparation 
• IdentifYing Prospects 
• Annual Fund Committee 
• Solicitation strategies 
• Technique Selection 
• Volunteer organization 
• Recognition 
• Reporting 
• Records 
• Direct Mail Program 
6. Capital Campaign 
• Planning 
• Feasibility Study 
• Pre-Campaign Plan 
• Campaign Organization 
• Identifying Prospect Base 
• Developing Solicitation Strategies 
• Cultivation and Public Relations Program 
• Support Services Development 
• Campaign Initiation 
• Campaign Follow-up 
7. Planned Giving Program 
• Develop planned giving program plan 
• Develop policies 
• Develop staff functions 
• Develop marketing plan for the planned giving program 
• Obtain commitment of Board and Staff 
• Obtain training for staff 
• Prospect identification 
• Initiate Estate Planning Committee 
• Initiation of marketing program 
• Office procedures to handle gifts 
1. FOR PROFIT/NONPROFIT DICHOTOMY 
2. INSTITUTIONAL ISSUES-How do They Affect Us? 
3. ROLE OF THE BOARD OF DIRECTORS 
• Legal 
• Organizational/Planning 
• Administrative 
• Program 
• Fund Raising 
4. STRATEGIC PLANNING 
5. ENVIRONMENTAL INTERVENTION PROCESS 
6. POSITIONING EXERCISE 
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Strategic Planning 
Marketing·· Development 
Public Relations 
The Positioning Exercise 
Drawn from: 
Positioning: The Battle for Your Mind 
by Ries & Trout, McGraw-Hill 
1. What Position Do You Own? 
2. What Position Do You Want to Own? 
3. Whom Must You Outgun? 
4. Do You Have Enough Money? 
5. Can You Stick It Out? 
6. Do You Match Your Position? 
Jfl,J~;ffi(;)••~t'.P.E:,&cj~~iJ:~~'mNiff:Q~'Yo!Ji,:f~~ji&J!JUTIQ~; 
Changing Environment 
• Complex changes: changing economic, social, cultural and political conditions 
organization should be relevant, but not trendy. 
• Mission clearly understood and expressed: community must know the 
environment. 
• Case must be conveyed: community must understand and appreciate case, 
why organization is changing. 
Case statement needed for on-going development program-not just for a special 
campaign (might be more than one case). 
• Case statement definition-The expression of the cause that the organization 
is serving and expression of all the reasons why anyone should contribute to 
the support or to the advancement of the organization in it service to the 
cause. It identifies with the donor community. It represents a plan for the 
future in an evolutionary way recognizing organizational heritage. 
Case Statement 
• Not a brochure 
• Data base: strategic plan for organization is data base for management 
action; case statement is data base for donor constituency justifying the 
support. 
• Provides data with which volunteers can talk convincingly to prospects. 
• Informational material for: 
Brochures 
Speeches 
Grants 
Presentations 
Essential Elements in a Case Statement 
1. The organizational mission, or. definition of the human and/or social needs 
that are central to the concern of the organization; i.e. the cause; 
2. Goals that are drawn from the mission statement, expressed in general terms 
with no time definition; 
3. Objectives stated in specific, quantifiable terms; 
4. Set of tasks, or strategies to reach the objectives within a given period of 
time; 
5. Facilities, staff designations, budget required to carry out the tasks; 
6. Control procedures for continuing evaluation of case; 
7. Identification of who will benefit from the services offered by the 
organization; 
8. Reasons why anyone should make a contribution to support the organization, 
thus the cause that it is serving. 
Support Documents to Case Statement 
Information from which to construct a case statement can be obtained from various 
internal sources. 
1. Institutional Strategic Plan-Data Framework 
• Mission Statement 
• Long range institutional goals 
• Program direction 
• Needs to justifY program activities 
• Facilities justification 
• Service area demographics 
• Market area trends 
• Socio/economic indices 
• Institutional history, financial situation 
2. Yearly Institutional Work Plan-Goals & Objectives 
• Short term objectives 
• Budget 
• Current status of institution 
3. Fund Raising Feasibility Study (may not be available-could be historical 
document). 
• Donor interest, opinions, likes and dislikes 
• Volunteer community interest in institution 
• Potential contribution levels and availability 
• Potential volunteer leadership in fund raising 
4. Community Survey or Public Opinion Poll (if not available-see strategic 
plan) 
• Public opinion about institution 
• Shortcomings, problems to be addressed 
• Positive reactions to institutional leadership and programs 
• Suggested strategies for the future 
5. Institutional Documents 
• History of institution 
• Individuals previously involved in organization 
• Dates, facts, circumstances of the past 
6. Other 
• Staff 
• Board members 
• Former staff and board members 
Components of the case-The case statement should include information relative to 
the service area or to the environment which the organization is functioning. 
1. An analysis of the service area. 
2. Examination of significant changes happening in the market, or service area, 
and anticipated impact of these changes on organization. 
3. Demographic and psychographic data. 
4. Socio/economic indices. 
5. Institutional plans: immediate, short-range, long-range. 
6. Listing of cunent, anticipated long-range needs: annual, special, capital, 
endowment drawn from the institutional plan. 
7. Listing of personnel in the organization, including vitae curriculum of key 
staff, trustees. 
8. Analysis of recent gift history. 
9. History of organization. 
10. Financial history- recent financial statements, audits. 
11. The capability ofthe institution to serve the constituency in a profound way. 
12. Identification of committee leaders and power structure profile. 
13. Evaluation of organization's Board of Trustees strength relative to the 
community leadership and power structure profile. 
14. Recognition of other fund raising techniques in the community. 
15. Access interest and motivation oflevel of volunteer support groups. 
Who prepares the case-Preparation of the case statement can serve as a device to 
involve key people: staff, trustees, key volunteers, major donors. 
1. Preparation begins with staff; staff coordinates the writing of the statement. 
2. Validation process should require involvement of strategically important 
people in the constituency. 
3. Trustees, volunteers, donors can be used as a filtering instrument to transmit 
information, receive feedback and, with staff, to evaluate data and its 
application to case. 
4. Expansion of the principle that preparation and updating of the case 
statement can be used to involve, motivate key people. 
5. In some cases, technical people provide technical data, such as doctors for a 
hospital brochure. 
The case and the constituency-(1) Refinement of a definition-case documenting 
all information regarding institution in considering relationship of the case to the 
constituency building process; (2) The constituency: individuals currently associated 
with or being served by the organization; individuals who have had a past association; 
or who have a potential for association in the future. 
• Theory of concentric circles; individuals with strongest ties are in central 
circle, circles most distant from center represent diminishing interest. 
• Natures of constituency; affected by changing patterns in environment, 
affected by changing interests, commitment affected by degree of 
involvement. 
• Importance of constituency represents a form of advocacy quality of 
"emotional ownership." 
• Identifying, involving constituency memberships, donors, volunteers process 
of involving constituency reviews. 
Summary 
The case need not be a complicated planning document involving endless research and 
data collection it should be a compilation of existing data put in a format which 
explains why anyone should support your institution. It should be able to be drafted 
over a one week period once the supporting documents are located. Review by board, 
staff, and volunteers is important. Also, it is possible to refine the case statement for 
each aspect of the development program: annual fund, capital campaign, planned 
gwmg. 
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Section Resources Components 
I. MISSION-A definition of the needs that Mission Statement, history of the Why the organization exists, what it has 
are the central concern ofthe organization accomplished in the past 
organization 
II. GOALS-Drawn from the Mission Mission Statement, Strategic Plan Long-range plans for the organization 
Statement and expressed in general 
terms 
III. OBJECTIVES-Specific, quantifiable Strategic Plan, Facility Work Plan Short-range plans for the organization 
aims of the organization 
IV. SET OF TASKS-Strategies to achieve Strategic Plan, Facility Work Plan Immediate plans for the organization 
the objectives in a given timeframe 
V. BUDGET -Staff, facilities and finances Financials, donor records, Facility Work Recent gift history, financial history, role of 
necessary to carry out the tasks and Plan volunteers, levels of paid/qualified staff 
where those resources come from 
VI. CONTROL-Procedures for ongoing Work Plan, job descriptions Continual assessment of needs (those 
evaluation ofthe organization's activities identified in the "Mission" section) and 
services to meet the needs 
VII. WHO-Identification of the people who Demographics, Community Survey Service area, demographic and economic 
benefit from the services offered trends, ability of the organization to meet 
the needs 
VIII. WHY--Justification for soliciting History, economic impact information Demographics, anticipated long-range needs, 
support for the organization and the key staff and trustees, the organization's 
cause it serves relationship with the community, 
recognition of other local charities, 
definitions of services provided 
A,HlUapJ 
FUND RAISING PRODUCTIVITY ANALYSIS 
Cost Effectiveness and Productivity 
• Percentage rate of return 
Method: -;- # of responses received by # solicited 
• Average gift size 
• Measurement of quality 
Method-;-# of contributions by# of gifts received 
• Average cost per gift 
Method: -;- total fund raising costs by # of gifts received 
• Program cost % 
3 years 
Method: -;- program costs by total contributions received 
• Overall "bottom line" cost % 
Add results of methods 
Demonstrate profitability/productivity 
Cost guidelines 
Direct mail acquired 1.00-1.25 per $1.00 
Direct mail renewal .20 per $1.00 
Benefit 50% of gross profit 
Corp/Fdn .20 per $1.00 
Planned giving .25 per $1.00 
Capital campaign .05 to .10 per$ 
Method: -;- total fund raising costs by total gifts 
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Purpose 
• Raise large sums of money 
• Limited time frame 
• Particular project 
• "Moral equivalent of war" 
• Volunteer utilization 
• Work Plan 
Capital Campaign Definition: 
A capital campaign is an intensive campaign to raise funds against a specified goal 
within a specific timeframe for a stated purpose, generally to add to the assets of 
the non-profit corporation. 
Justification for the Capital Campaign 
• Valid urgent need 
• Statement of needs 
• Involved constituency 
Institutional Readiness 
• Components of a capital campaign 
-Case 
-Need 
-Goals 
-Leadership 
-Prospects 
-Public relations 
-Timing and time 
-Budget 
• Feasibility study 
1. Purpose: 
a) To assess public attitudes about the organization and the 
proposed plan; particularly to test acceptance of case, needs and 
goals within the organization's market; effectively done by 
someone other than the institution itself; this way your 
organization will learn things they won't learn on their own; 
b) To determine the availability ofleadership; 
c) To identify sources of major gift support and readiness of 
sources to provide support. 
• Preparation of Plan 
Implementation of the Plan 
• Cultivation strategies 
• Solicitation methods 
1. Process of sequential solicitation, starting with largest-gift 
required, then moving down gift range table. 
2. Importance of personal call; for major gifts peer-to-peer solicitation; 
training, use of campaign material 
3. Role of other solicitation techniques. 
4. Donor incentive devices; 
a) Challenge gift. 
b) Donor recognition through commemorative gifts, designated 
gifts. 
c) Most effective donor recognition-a letter (personal) from 
the right person. · 
5. Importance of regular meetings: 
a) Steering committee 
b) Division committees 
c) Report meetings 
d) Program, progress evaluation meetings 
e) Need regular reports on the campaign budget. 
6. Wrapping-up the campaign: 
a) Campaign unit 
b) Campaign evaluation-criteria and process 
c) Transition to on-going development program. 
"Mini" Capital Campaign 
a) Conduct feasibility study 
b) Establish campaign committee 
c) Write case statement 
d) Organize campaign 
e) Solicit only major donors. Do not have community campaign. 
Discussion and Questions 
1. Identif'y the top 10 gifts that would be required in a capital campaign for 
$1,000,000. How many prospects should be identified against the 
projected gifts at this level? 
2. What is the purpose of a fund raising feasibility study and how can it be 
used as a planning tool? 
3. Identif'y and explain the various components of a capital campaign. 
4. Is it ever proper for a staff person to solicit a gift? 
Yes, in certain limited, special situations 
5. Using professional fund raising counsel-
What do you base payment on? (flat fee for services) 
Check with several of the firms clients first. Important to 
delineate divisions of responsibility. 
Person assigned by the firms (Campaign director-always insist on 
meeting this person first) 
6. What technique for donor recognition is a major capital building program 
is generally most effective? 
ELEMENTS OF CAMPAIGN OPERATING PLAN 
1. Planning 
• Initial organizing 
• Questioning feasibility 
• Concept testing 
• CON 
• Architectural design 
• Project costs 
2. Feasibility 
• Community survey 
• Community interest 
• Community potential 
• Volunteer identification 
• Donor identification 
3. Pre-Campaign Plan 
• Community preparation 
• Campaign leadership identification 
4. Campaign Organization 
• Staffing 
-Organizational staff 
-Consultant 
• Case Statement 
-Stand alone piece 
-Understood by Board of Directors 
-Explanation of program 
-Nature of appeal 
• Campaign Target Goal 
-Breakdown of goal by nature of gift 
-Breakdown of goal by contributing sources 
-Table of gifts for capital goal 
• Establishing volunteer structure 
-Volunteer organizational chart 
-Committee job descriptions 
(Volunteers should know what to do by when) 
5. Prospect Base 
• Who are prospects and how to get them (Need 4-5 as many prospects as 
donors) 
• Developing research capability 
• Starting Rating Committee 
6. Solicitation Strategies 
• Prospect research 
• Finding and training solicitors 
7. Cultivation and Public Relations Program 
• Targeted media 
• Public education 
• Development of related materials 
8. Support Services Development 
• Prospect research 
• Gift acknowledgment 
• Files/records 
• Reports 
9. Campaign Initiation 
• Obtain advanced gifts 
• Public campaign announcement 
• Major gift stage 
• Special gift phase 
• General gift phase 
10. Campaign Follow-Up 
• Campaign "wind-down" 
• Pledge follow-up 
• Ongoing development program 
This outline adapted by Paul Strawhecker, Vice President for Development, 
Lutheran Hospitals and Homes Society of America, from "Preparing for a Capital 
Campaign" presentation at the 1982 International Fund Raising Conference, 
March, 1982, Toronto, Canada 
Centerville Hospital 
Suggested Standards of Giving 
Objective: $1,000,000 
Guidelines: 
Top Investment 
Top 10 Investment 
Next 100-150 Investments 
No. I Amount 
1 $150,000 
1 100,000 
1 75,000 
1 50,000 
3 25,000 
3 15,000 
10 10,000 
15 5,000 
25 3,000 
30 2,000 
40 1,000 
I Total I 
$150,000 
100,000 
75,000 
50,000 
75,000 
45,000 
100,000 
75,000 
75,000 
60,000 
40,000 
Cumulative 
Total 
$150,000 
250,000 
325.000 
375,000 
450,000 
495,000 
595,000 
670,000 
745,000 
805,000 
845,000 
12-18% Objective 
45-50% Objective 
35-40% Objective 
15.0% 
49.5% 
84.5% 
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VALUE OF A FUNDRAISING FEASIBILITY STUDY 
1. A study reveals the program's chances for success, based upon the strength of 
the organization and its case for support. 
2. A study provides a comprehensive plan for moving forward, either with the 
proposed program or with an alternative program that more closely matches the 
organization's current needs, resources and potential. 
A study typically includes detailed recommendations for: 
• Developing strategy, plans and programs 
• Identifying donor potential 
• Establishing goals 
• Delegating responsibilities 
• Encouraging leadership support 
• Recruiting staff and volunteers 
• Preparing communication material 
• Soliciting gifts 
• Budgeting and scheduling 
3. A study encourages constituent support of the organization and the proposed 
plan by involving key individuals at an early stage. A properly implemented 
study helps to build confidence in the program. 
4. A study reveals the organization's image in the eyes of the board, major 
contributors, volunteers, the larger community and those who benefit directly 
· from the organization's support. It provides valuable input concerning the 
organization's visibility, effectiveness, acceptance, reputation and fundraising 
potential. 
5. In short, a study reveals individuals' willingness to give and a willingness to 
work for a fundraising program. 
(402) 556-6611 
An Affiliate of Bill Ramsey Associates, Inc. 
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HOW IS A FUND RAISING FEASIBILITY STUDY CONDUCTED? 
A comprehensive study could take up to three months to complete. It involves six 
essential phases: 
1. An internal analysis of the organization, including the current program, 
finances, current needs, past fundraising experience and administrative 
policies. 
A preliminary case is developed for use in the interviewing phase. 
2. Identification of major donor prospects to help determine the viability 
of initial goals and to gauge financial potential within the constituency. 
3. Personal interviews with constituents and others. Person-to-person 
confidential interviews are conducted with those people who have the 
leadership potential, financial ability or constituent influence to affect the 
success of the organization's fundraising programs. 
Included among this select group of individuals are major donor prospects, 
members of all boards, volunteers and other community leaders. 
The interview seeks to determine each person's readiness to support the 
proposed plan. 
4. Analysis of the information and comparison to the experiences of 
campaigns in general. 
5. Development of a plan. The results of the study guide the development of 
a workable plan for the organization to move forward. 
(402) 556-6611 
An Affiliate of Bill Ramsey Associates, Inc. 
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Considerations 
• Population changing 
• Role of staff support 
• Economic Recovery Tax Act of 1981 
Planning Giving Definition: 
A gift legally provided for during the donors lifetime, but whose principal benefits 
do not accrue to the organization until some future time, generally at the death of 
the donor and/or the income beneficiary. 
Planne"d Gift Instruments 
Deferred Giving Plans Definitions (from Robert F. Sharpe & Co.): 
A Bequest is a gift provided for in a person's will. 
A Gift Annuity is a gift by a donor to a charity in exchange for guaranteed 
stipulated lifetime annual payments. The money goes to the charity at the donor's 
death. 
A Deferred Payment Gift Annuity is a plan whereby a donor transfers cash or 
other property to a qualified charitable institution subject to the charity's 
agreement to hold the gift and add compound interest until a future date (age 65, 
70, 75, etc.), at which time the annual payments are commenced. If the donor dies 
prior to the time payments commence or after the payments are started, whatever 
remains becomes the asset of the charity. 
A Revocable Living Trust is a flexible agreement whereby a donor transfers 
income-producing property, of almost any kind, to a trustee and receives an income 
for a period of years or for life and whatever remains in the trust at his death 
becomes the property of the beneficiaries of the trust, which hopefully will be your 
institution. 
A Pooled Income Fund is an arrangement whereby a person transfers money or 
other property irrevocably to a trust operated by a charitable institution and 
receives a pro rata share of the net income for life. Whatever remains in the trust 
at his death is available to the institution. 
A Life Estate Contract is a contract that provides for a donor to transfer title to 
his home or family farm to a charity, reserving to himselfthe right to live in and on 
the property and receive all the income therefrom. At his death, the home or farm 
becomes the property ofthe charitable organization. 
A Charitable Remainder Annuity Trust is a trust created by the Tax Reform 
Act of 1969 and it provides for a donor to transfer property to a trustee subject to 
his right to receive a fixed percentage of the initial net fair market value of the 
property for as long as he lives. Whatever remains in the trust at his death 
becomes the property of the beneficiary institution. 
A Charitable Remainder Unitrust is another trust of the Tax Reform Act of 
1969. It is similar to the charitable remainder annuity trust in many ways, except 
the income is a percentage of the fair market value of the property transferred, 
determined annually. 
Advantages 
• To the organization 
• To the donor 
1. Avoidance of most, if not all, of any capital gains tax 
2. Eliminates and/or reduces estate tax liability 
3. Usually produces a higher rate of return than presently enjoyed, 
particularly if highly appreciated property is locked into a low cost 
base or non-income producing property 
4. Stabilizes the management of income: provides competent 
management of funds/assets transferred as a planned gift 
5. Major tax preference by the way of a large donation 
6. Wonderful opportunity for elderly person with low income but 
significant holdings, stock, real estate, etc. 
Planning and Preparing for a Planned Gift Program 
Governing board acts to approve plan and policy. Guidelines that: 
1. Defines responsibilities: Board, planned gifts committee, investment 
committee, staff, planned gifts officer 
2. States clearly extent of board legal responsibilities and board involvement 
3. Establishes investment policies and guidelines: rate of return, who makes 
investment decisions, where and how funds are to be invested, endowment 
or operational investments. 
4. Delineates policy regarding management, marketing, promotion of 
planned gifts program: 
a. What types of planned gifts instruments will be offered 
b. What minimum amounts will be accepted for each instrument 
c. Rate of income return to donor 
d. Who is authorized to negotiate for gifts 
e. Conflict of interest (donor comes first) 
f. Use oflegal counsel 
g. Avoidance of pressure tactics in gift solicitation 
h. Confidential information 
i. Authorization for negotiation with donor 
j. Intervals of payment 
k. Final disposition of trust, annuity funds 
Marketing the Planned Gifts Program 
A. Communications 
1. Direct mail as a prospecting device to entire constituency 
2. Personal letters to identifiable prospects 
3. Printed literature describing planned gifts opportunities 
4. Advertisements where appropriate 
5. Mention in all organization's publications, when appropriate. 
B. Personal contacts and events 
1. Estate planing seminars 
2. Informational sessions for organization's families, for community groups 
3. Planning giving clues; e.g., YMCA's heritage club 
4. Shoe leather-personal contacts with prospects 
Use ofVolunteers 
• Governing board 
• Planned Gifts Committee 
1. Can serve as technical committee to advise on complex elements 
2. Can serve as prospect development committee to seek out potential 
opportunities for planned gifts 
3. Can serve as an active cultivation force to authenticate program to 
prospective donors 
4. Possible make-up can constitute a mix of talent 
a. Community leadership, or "door openers" 
b. Technical talent: probate attorney, banker, investment broker, real 
estate broker, insurance underwriter, trust officer 
c. Legitimize the organization's role as ultimate trust agent of major 
donor gifts 
Start-up Steps 
• Commitment 
• Board Committee (study) 
• Board approval 
• Training 
• Prospect identification 
• Planning & Executing a Planned Giving Program 
• Planned Gifts Committee 
• Promotional plan 
• Mail cultivation 
• Office management 
Discussion and Questions 
1. If an organization cannot afford to launch a full-fledged planned gifts 
program, what should it consider doing at the very least to attract some 
categories of planned gifts? How should the organization get started at 
this level of promotion? 
2. What are the basic differences of irrevocable and revocable gifts, and what 
are the respective advantages or disadvantages? 
3. What is the relationship of a planned gifts program to the on-going 
annual fund? Does it really matter to the planned gifts program whether 
there is, or is no, effective annual fund in operation? 
The 4 P's 
../ # During the interview, obtain information on: 
1. Significant PEOPLE in the prospect's life 
2. PROPERTY belonging to the prospect. 
3. The financial PLANS of the prospect. 
4. The PLANNERS who help the donor make important financial 
decisions. 
-- --· -· --· -- -·· 
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A Process to Identify and Solicit Individuals 
Major Donor programs typically involve on-going efforts to identifY, cultivate, and 
solicit potential major donors. The primary purpose of such a program is to obtain 
major gifts. To be successful, however, a systematic structure for developing those 
gifts must be utilized. 
Prospect Research 
Researching prospects is an important part of attaining big gifts. Those that work 
in the field of fund raising agree that pre-solicitation activities such as prospect 
research, solicitor training, and creation of solicitation presentations should take up 
as ouch as one half ofthe solicitors time. 
Basically, a face-to-face solicitation should never be made before everything possible 
is known about the prospective donor. Research and planning are therefore crucial 
to success. To carry out this task, a committee should be formed so that no one 
individual needs to perform the entire research and planning functions singly. 
Additionally, volunteers could help with much of the background research. 
The most time consuming task of the research activity is developing a prospect list. 
Because the majority of big gifts are generally made by a very small number of 
donors, compiling a list of big gifts prospects involves the process of elimination. 
The goal is to develop a small list-of willing and able major donors from a large list 
of smaller donors. To create the potential donor list, the organization's board 
members and staff should be consulted for names of possible large contributors. 
Other sources of names could include: 
• Previous generous donors 
• Officers and directors of major industries and businesses in your area 
• Executives in those firms who are connected to your organization (alumni, 
volunteers, etc.) 
• Donors to the local Community Chest, United Way or other charitable 
campargns 
• Established families in your community 
• Families with a long history of interest in your organization 
• Wills in probate (to see who stands to become wealthy soon) 
• Obituaries from 12-24 months ago; look for survivors who are big gift 
prospects 
• Statues, buildings and parks named after wealthy patrons 
• Chamber of Commerce list of members 
Finding and Training Solicitors 
After researching and analyzing your prospects, your next step is to recruit, train, 
and assign solicitors. 
The best place to find solicitors is in your own organization. Present donors should 
be your first choice. A good rule of thumb is "All solicitors donate-and all donors 
solicit." 
Once you have recruited willing solicitors, it's time to assign them to your big gift 
prospects. Many organizations make the mistake of sending out their most 
experienced solicitor to their best prospects. While this sometimes works, it's more 
important to send out a trained solicitor who is compatible with the prospect. In 
other words, solicitor background is much more important than skill in solicitation 
technique. Skills can be learned. Background can't be changed. 
Your rating committee should send a second person to accompany your solicitor. 
The team approach is often a very effective method, as it offers added incentives for 
the prospect to give. 
The second solicitor can keep the solicitation "on track". If the first solicitor begins 
discussing irrelevant topics with the prospect, the second can diplomatically bring 
the conversation back to the solicitation. The best choice for a second solicitor is 
one who has economic leverage with the prospect (his best customer, for example), 
someone the prospect respects highly, or someone who has good solicitation skills. 
Before the solicitors are sent out, however, they oust be trained. Your training 
program should be made up of three parts: training on your organization, training 
on solicitation techniques, and actual solicitation observed by a trainer. 
You should first hold an evening meeting to teach your solicitors about your 
organization. It is crucial that your solicitors know their "product". Teach them as 
much as possible about the nature, importance, role in the community and scope of 
your work. In the meeting, review key facts and figures, then role-play factual 
questions your solicitors are likely to be asked. 
Your second evening training session should focus on the psychology of solicitation 
and techniques of successful donor motivation. You should emphasize the six skills 
of solicitation: 
• Opening 
• Questioning 
• Listening 
• Presenting the case 
• Dealing with objections 
• Asking for the gift ("closing") 
Again, structure role-playing into the training session to give trainees experience in 
model situations. 
The final, and most important part of your solicitor training program. is on the job 
experience. Never let a solicitor go out alone for the first time. Instead, send him 
out as an observer two or three times with an experienced solicitor. Then send him 
out with an accompanying trainer who observes as the trainee solicits. 
Preparing for Solicitation 
After the research has been done, the prospects rated and the solicitors trained and 
assigned, it is time to develop individualized solicitation approaches. There are six 
components of an effective solicitation: 
1. Time Window 
The time window is the first component. a Lime window is a situation where an 
individual experiences a major change in his/her life. There are times when it 
would be unwise to solicit a prospect such as immediately after his/her company 
declares bankruptcy. Conversely, there are also times when it is especially 
beneficial to solicit a prospect. 
Before and after an individual enters a time window, the organization will receive 
an ordinary gift, but if the individual is within the time window, larger gifts can be 
expected. 
2. Projects Modeled for Prospects 
Modeling projects for prospects is the second component of effective solicitation. It 
is very important to develop an approach which will fulfill the needs and interests 
of the potential donor. This involves researching a prospect and then designing a 
project that he/she would be likely to fund. 
3. Individually Tailored Presentations 
The third component of effective solicitations is individually tailoring presentations 
to fit the prospective donor. Ideally, the prospective donor should be "counseled" 
towards a project that will fulfill his own needs rather than to be "sold" on a project 
that may not. When putting the solicitation presentation together, it is important 
to emphasize project benefits rather than project methods. Rather than talking 
about how or what an organization does, try to stress who the organization helps, or 
how it benefits the community. 
4. Prepared Questions-Challenges and Needs 
There are three kinds of questions you should prepare before you enter a 
solicitation: 
• Challenge Questions-These are questions that force the prospect to get 
involved in your presentation. As you explain your project, you should 
inquire whether the prospect agrees that its advantages are clear and 
worthwhile. By challenging his opinion, you make it possible for the prospect 
to drift away from your presentation, and at the same time start a chain of 
"yes" answers-that (hopefully) leads to a donation. 
• Interest Questions-These are open-ended questions that force the 
prospect to expose his needs and interests to you. An example of this is, "Mr. 
Donor, what do you perceive as the health care needs of the Detroit area 
today?" If you've done your homework, you should have a good idea of his 
answers in advance, and be prepared with projects that turn his opinions into 
action through a donation. 
• Need Questions-A donor gives to your organization not because you are 
worthy and needy, but because the gift fulfills certain of his needs. You 
should isolate those needs and prepare questions to force your prospect to 
face them, and at the same time see how your organizations helps meet them. 
Knowing the right questions to ask will put you in a very strong position when you 
solicit a big gift prospect. Remember, your research and rating already shows a 
prospect is able and probably willing to give. It's just a matter of helping him see 
how your organization can help him meet his needs. 
5. Time Allocations in the Solicitation 
Allocating time is the fifth component of effective solicitation. A "time line" should 
be prepared prior to the solicitation so that the actual meeting flows easily from 
point to point, and reaches a climax before the prospect loses interest. 
6. Research Review 
The final component of effective solicitation Is a review of past research. The 
prospect's file should be re-read so that the solicitor has a complete understanding 
of the prospect's financial situation, personality, commitment to other charities and 
names of any respected peers of the prospect who have previously donated to the 
organization. After carefully considering these factors, several different 
presentations should be developed and eventually, the best presentation should be 
adopted. 
The Solicitation 
There are six skills of solicitation which can serve as the key to winning major gifts. 
The following techniques involve talking with the prospect instead of talking to 
him/her. It is a process of involving the donor. 
1. Opening 
The first skill is the opening. The goal of opening should be to involve *the 
prospect. Often this can be done by encouraging the prospect to talk about himself. 
Establish a common ground which will allow the prospect to relate to the solicitor 
as a person. If possible, sincerely praise the prospect for something he/she has 
done. Remember, the purpose of the opening is to involve and intrigue the prospect. 
2. Questioning 
Questioning is the second important skill of solicitation. Once the prospect's 
attention is gained by a good opening, it is important to deepen that Involvement. 
At this time it is important to make sure that the prospect is aware of his need 
before he is shown how to fill that need. This can be done with the use of questions. 
Open-ended questions which discover and intensify a donor's needs, interests and 
objectives, and clarify his/her understanding of the problems the organization faces 
can be extremely beneficial to both parties. Questions will allow the prospect to 
participate actively in the presentation. Also, questions should be used to 
emphasize the needs and problems of the organization. 
3. Listening 
Listening is the third skill of the effective solicitation. Good listening "is the 
foundation of effective, fruitful solicitation." Good listening skills allows the 
solicitor to take advantage of all the questions he has asked the prospect. Careful 
listening allows the solicitor to ignore irrelevant items, and respond only to those 
topics relevant to the solicitation. When the prospect says something positive, try 
to rephrase it and play it back for him. This will allow the solicitor to control the 
discussion subjects. 
4. Presenting · 
The fourth skill of the solicitation is the presentation itself. The main part of the 
presentation should be a discussion of the organization and its programs. It Is 
extremely important to gear the presentation towards the benefits of the 
organization and not deal with the organization itself. Also, prospects are generally 
interested in potential, not current operations. Therefore, the presentation should 
focus on the benefits and advantages of a proposed program rather than everyday 
operations and organizational difficulties. Here again, it is important to involve the 
prospect. 
5. Overcoming Objections 
Effectively overcoming objections is the fifth important skill of the solicitation 
process. Although having the prospect object to something can make the solicitor 
uncomfortable, there are ways to make those objections work in favor of the 
solicitor. In its simplest form, an objection is merely a question. It is a sign that 
the prospect needs to be reassured about something he feels insecure about. The 
easiest way to deal with an objection is to reword it as a question and then answer 
the question. 
With the use of reassurance, understanding and questioning, the solicitor can help 
the prospect overcome his objections and hopefully lead him/her back towards a 
donation. Remember at all times, however, that the prospect is always right. If a 
prospect is shown how wrong or uninformed he/she is, he will certainly be unlikely 
to donate to your organization. 
6. Asking for the Gift 
The final skill of the solicitation is asking for the gift. Often solicitations fail 
because the solicitor assumes the prospect will offer a donation without being 
asked. Always ask for the gift. How to ask for the gift can be tricky. It is almost 
always a mistake to ask for a gift outright. it is much better to ask about a minor 
detail of the contribution. For example, the prospect could be asked if he/she would 
like the contribution in monthly or bi-monthly installments. Additionally, never 
give the prospect yes-no options. Instead, allow him various ways to make a gift. 
When the subject of money does surface, always ask for too much. Historically 
those asking for more usually get more in the long run. Finally, don't just ask for 
money. Make the prospect understand that the organization would like four 
equally important things from him: 
a. His commitment of time working for the organization 
b. His commitment to solicit major gifts 
c. The names often other good major gift prospects 
d. His gift 
After asking for the gifts it is best to remain quiet until the prospect responds. 
Silence can be an excellent tool to gently pressure the prospect into a donation. 
Usually, a solicitor who speaks first after the request will lose the donation because 
the prospect will think of excuses during this time. 
Finally, after a gift has been offered, congratulate the donor on his decision, and 
reassure him that he has made a wise decision. Then, before the prospect has a 
change of heart, end the solicitation as quickly and diplomatically as possible. 
Follow Up Mter the Gift 
After a gift has been received, the solicitor has follow up responsibilities. Because 
the key to new and continuing gifts is involvement, effective follow up should 
include getting donors involved in the organization-including areas unrelated to 
fund raising. The following format could be used: 
1. Immediately after the gift, send the new donor a personal letter of 
thanks. 
2. At some point during the first six months after the donation, send the 
donor a progress report. It is best to keep this report general and not tell 
the donor specifically how his/her money was used. 
3. Emphasize the continuing benefits of the programs to your clients. 
4. Meet with the new donor during the second six months for a purpose other 
than asking for money. For example, perhaps the donor could be asked 
for an opinion on a hospital-related project. 
5. Send the donor your organization's most recent annual report with a 
personal cover letter. 
A final way to encourage new and continuing gifts would be to implement some sort 
of recognition program for major givers. 
TIME ALLOCATION IN A 20-MINUTE SOLICITATION 
No. Phase of Solicitation Time 
Allocation 
1 Opening Greeting 
Establishing common ground 
Establishing credibility 2 minutes 
Moving to your presentation 
Getting attention 
2 Questioning 2 minutes 
(and 
3 Listening thl'Oughout) 
4 Presenting Your Case 5-6 minutes 
5 Dealing with Objections 5-6 minutes 
6 Asking For Offering alternatives 
Facilitation decision process 5-6 minutes 
Asking for the gift 
Disengagement 
TOTAL 19-22 min. 
--· --- -- -- ---
Summary 
Kinds of Gifts Regular Special Ultimate 
<$10,000 $10-250,000 >$250,000 
Relative Size IX 5Xto lOX lOOOX to lO,OOOX 
METHODS OF SPECULATIVE INDIVIDUALIZED NURTURING 
FUND RAISING 
Emphasis: • D!J Cl [] Cl Cl Cl Cl Cl •••••ClCJ[][] 
·········••CJ ' 
• Preparing prospect 
Cl Asking prospect 
Period for bottom Annual Length of fund Lifetime 
line evaluation . . . of prospect ra1smg campmgn or 
project 
Dorn.illant Emphasis Project Oriented Prospect Oriented 
on organizing 
Programs typically Annual fund, capital campaign Major gift 
involved 
__ S!)ecial project fund raising program 
--· --- --· 
The Process Leading to the Decision to Make the Ultimate Gift 
While the experience of each ultinlate giver is unique, each has had similar types of 
experiences which have affected their relationships with the institution and purposes to 
which they have given their gift. 
• Awareness 
• Knowledge 
• Interest 
• Involvement 
• Sense of commitment 
• Expressions of commitment 
OPERATIONAL GOAL 
• Operational goals are the description of the desired future that is 
possible and that provides definitive directions for the 
departmental function. The usual time span for operational goals is 
two to five years. 
• Operational Goals 
Adopted from 
Corporate Planning for Non-Profit Organizations 
James M. Hardy 
0 Future Accomplishments 
0 Extension of Management Function 
0 Provide General Direction 
0 Effect of Goals 
• Examples: 
0 Provide a continuing opportunity for the community to support the 
mission of the Fargo Nursing Home through an annual gifts 
program, thereby lowering the costs of resident care. This program 
should be fully operational by 12/31. 
0 Establish a process for funding major capital expenses through 
community support in the minimum amount of 10% of costs, 
thereby reducing borrowing load and financing charges. This 
program should be operational when the expansion program is 
planned. 
0 Establish a planned gwmg program to allow for community 
residents to create gift arrangements that assist them in the 
disposition of their estate, thereby providing future large gift 
income to the McKee Medical Center. This program should be 
functional by 06/31. 
OPERATIONAL OBJECTIVE 
• Operational objectives are specifically measurable statements of 
attainable outcomes within the framework of the operational 
goals. The time span for objectives is usually one year. 
• Operational Objectives 
Corporate Planning for Non-Profit Organizations 
James M. Hardy 
0 One-Year Timeframe 
0 Measurable 
0 Allow for Budgeting 
• Examples: 
0 Begin an annual fund program 
0 Complete organizational efforts for the development program 
0 Review the Case Statement 
OPERATIONAL ACTION STEPS 
Selection of Operational Action Steps 
• Operational Action Steps are specific work segments or activities 
necessary for the achievement of objectives. Time span is usually one 
to twelve months. 
Corporate Planning for Non-Profit Organizations 
James M. Hardy 
• Operational Action Steps 
0 Task Oriented 
0 Work Segments 
0 Very Specific 
0 Accomplishment Oriented 
• Examples: 
0 Begin an Annual Fund Program 
-Establishing a Board Annual Fund Committee by 03/31 
-Creating a direct mail solicitation list by 01/03 
-Create two direct mail solicitation appeals (06/30, 11/30) 
0 Complete organization efforts for the development program 
-Review job description by 01/31 
-Obtain Board and Management commitment to program by 
02/28 
-Establish a donor recognition program by 03/31 
0 Review Case Statement 
-Update by 01/31 
-Review with Board and Management by 02/28 
REPORTING SYSTEM 
• Monthly Gift Summary Report 
0 Balance Sheet 
0 Revenue and Expense Summary 
0 Restricted Funds Report 
• Quarterly Analysis (03/31, 06/30, 09/30, 12/31) 
0 Gift Summary Report Analysis 
0 Yearly Work Plan Progress Report 
• Year End Report 
0 Summaries Gift Summary Report 
0 Summaries Work Plan Progress 
0 Comparison of Previous Year 
0 Becomes Planning Aid 
FUND RAISING ACTION PLAN 
Orgrurnzation~--------------------
Period ________________________ ___ 
Dr~edBy ____________________ _ 
Operational Goal Operational Objective Operational Action Steps 
·---
FUND RAISING ACTION PLAN 
Organization __________ _ 
r· 
Period _____________ ___ 
Drafted By ___________ _ 
Operational Goal Operational Objective Operational Action Steps 
' 
: 
----------- -- -------·-··-
